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The purpose of this Bachelor’s thesis was to examine the role of travel blogs as sources of 
information and whether they have the power to influence the customers in decision-making 
of travel planning. It was also important to find the factors making travel blogs interesting 
and reliable and to find out what motivates people to read certain blogs. Blogs in general 
have rapidly grown to be a part of peoples every day lives and companies have also realised 
the business potential of blogs as they are increasingly used as marketing tools. This has set 
new challenges for the professionals in the field and raised questions about the ethics online 
and the netiquette of the blogosphere.   
 
The thesis includes a theoretical and an empirical part. The theoretical part introduces the 
definitions essential to the thesis, starting from Social Media and Blogs and Blogging ending in 
Online Marketing and Ethics Online. The empirical section consists of mixed methods as both 
quantitative and qualitative methods were used for the research. The primary research meth-
od used was quantitative approach in the form of an online questionnaire, which was con-
ducted with Google Forms and distributed via Facebook resulting in 112 eligible answers. The 
secondary research method used was a qualitative approach in the form of a semi-structured 
interview to Riikka Krenn, the editor in chief of Rantapallo.fi. The results from both methods 
are discussed in detail and linked with theory in the result part with conclusive analysis at the 
end of the empirical part. 
 
The results indicate that an average travel blog reader is a female between the ages of 18 
and 34 and the main motivational factors of reading travel blogs are to receive more infor-
mation about the planned travel destination and for fun, to pass time. There are several rea-
sons why certain travel blogs interest readers and this part highlighted the visual characteris-
tics of blogs and factual, reliable information and current contents. Even though travel blogs 
were seen as a useful source regarding the reader’s own travel planning, purchases made 
based on a recommendation in a blog were not high in number.  
 
Most of the participants also saw travel blogs as reliable information sources and the main 
factors affecting reliability were regularly published posts and factual information. Sponsored 
blogs and posts were mainly seen as a negative or neutral phenomenon and the sponsored 
blog posts or blogging under a portal were not seen as a matter that would make a blog relia-
ble. The possibility to interact with bloggers was also one of the emphasized matters regard-
ing reliability and the characteristic shared by popular bloggers is their personality. 
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Tämän opinnäytetyön tarkoituksena oli tutkia matkablogien osallisuutta matkailuun liittyvässä 
päätöksenteossa ja tutkia matkablogeja yleisesti informaation lähteenä. Tutkimuksen lähtö-
kohtana oli halu selvittää, mitkä seikat tekevät matkablogeista suosittuja ja luotettavia ja 
mikä motivoi tiettyjen blogien lukemiseen. Blogit ovat muutaman vuoden sisällä kasvattaneet 
huimasti suosiotaan, jonka seurauksena blogien käyttö myös markkinoinnin välineenä on yleis-
tynyt. Blogien yleistymisen myötä on herännyt myös kysymyksiä blogimainonnan eettisyydestä 
ja blogimaailman yleisistä, yhteisistä säännöistä. 
 
Tutkimus sisältää sekä teoreettisen että empiirisen osan. Teoreettinen osa esittelee tutki-
mukselle oleelliset teoriat aloittaen sosiaalisesta mediasta ja blogeista ja bloggaamisesta siir-
tyen Internet-markkinoinnin kautta Internetin ja varsinkin blogien etiikkaan. Tutkimuksen te-
kemisessä yhdistyivät sekä määrällinen että laadullinen tutkimus. Määrällinen tutkimusmene-
telmä koostui Google Formsin avulla tehdystä Internet-kyselystä, joka jaettiin mahdollisille 
osaanottajille Facebookin kautta. Hyväksyttyjä vastauksia kyselyyn saatiin yhteensä 112 kap-
paletta. Laadullinen tutkimus sisältää Rantapallo.fi-sivuston päätoimittajan Riikka Krennin 
antaman asiantuntijahaastattelun ja sen tarkoituksena oli tukea määrällisen tutkimusmene-
telmän kautta saatuja vastauksia. Tulokset molemmista tutkimusmenetelmistä on analysoitu 
tarkemmin tulokset-osiossa. 
 
Tutkimustulokset osoittavat, että keskivertolukija on nainen iältään 18–34 ja tärkeimmät syyt 
blogien lukemiseen olivat informaation kerääminen matkakohteesta, jonne lukija on jo ennen 
blogin lukemista päättänyt mennä sekä ajan kuluttaminen ja blogien lukeminen huvin vuoksi. 
Tärkeimmät syyt, jotka tekevät blogeista lukijoille mielenkiintoisia liittyivät blogimaailman 
visuaalisuuteen ja luotettavaan, faktapohjaiseen ja asialliseen sisältöön. Vaikka matkablogit 
nähtiin pääosin hyödyllisenä apuna matkojen suunnittelussa, ne eivät kuitenkaan useimmissa 
tapauksissa johtaneet ostopäätöksen tekemiseen. 
 
Enemmistö vastaajista näki matkablogit luotettavana informaation lähteenä ja suurimmat 
luotettavuuden luojat olivat tasaisin väliajoin julkaistut postaukset sekä asiapohjainen, fakto-
ja sisältävä informaatio. Sponsoroidut blogit ja yhteistyössä yritysten kanssa toteutetut pos-
taukset nähtiin pääosin negatiivisena eikä blogiportaalin alla bloggaamisenkaan nähty lisäävän 
blogien luotettavuutta. Muita tuloksissa esille nousseita ja korostettuja asioita olivat muun 
muassa bloggaajan ja lukijan välinen suhde eli mahdollisuus näiden kahden väliseen kanssa-
käymiseen, sekä se että suurin syy jonkin tietyn blogin suuren suosion takana on itse bloggaa-
jan persoonallisuus.  
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1 Introduction 
 
Since the rapid rise of the Internet in the late 90’s and early 2000th century, peoples lives 
have changed significantly; everything from grocery shopping to banking issues have gone 
online - and so have personal issues. The expanding of the Internet has enabled anyone who 
has the access to a computer with a working Internet connection to publish practically any-
thing they want, anywhere they want. Online publishing and the sudden freedom of speech 
also has its down side when writing can happen behind a username All published material 
stays online for the time being and usually the content, for example pictures, cannot be de-
leted for good or even modified afterwards. What used to be personal content is now the 
property of multinational online companies and social media channels with millions of users 
per day. Social media channels, such as Facebook, have become so important to people, that 
checking out the news feed might be the first thing in the morning and last thing in the even-
ing to do. Face-to-face socializing has changed into online communication. 
 
Riding at the crest of the Internet wave, blogs have become part of our everyday lives. Peo-
ple check them out regularly for new posts, keeping up with the favourite bloggers or they 
might even have their own account to update. The boundaries of privacy have changed enor-
mously and nowadays it seems that people do not even want to keep their privacy; everything 
is out there in the open for anyone to catch, read and see. On the other hand, the world of 
Internet can also be seen as an anonymous world when people can hide behind invented 
usernames.  
 
As blogging has become more popular over the last ten years, companies have also started to 
realise the business potential existing in the blogs, whether it is a travel, fashion, fitness, 
food or a blog about parenting. This has led to a new type of bloggers, professional bloggers 
who can make their livelihood with blogging and blogging only; this means that there are also 
more and more money involved in the business. Cooperation with companies has also brought 
advertising and even hidden advertising in the blogs. Five, six years ago for example fashion 
bloggers wrote about their actual favourite shirts and bags, today some of them are writing 
about the designer shoes and fake nails they received through cooperation with a company. In 
these cases it is interesting to think who will benefit more in these situations, the company or 
the blogger. Obviously, not every blogger is working in cooperation with companies, but it is a 
harsh fact that the change towards the moneymaking business in the blogosphere is here to 
stay.  
 
This research focuses on travel blogs and the purpose of this research was to examine the role 
of travel blogs as information sources. 
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The thesis is divided into a theoretical part and an empirical part. The theoretical framework 
of the research introduces the main theories behind the research starting from social media 
moving onto blogs and blogging and ending with marketing theories related to online market-
ing and ethics online.  The empirical part focuses on the online questionnaire and semi-
structured interview made for this research and analysing of results and conclusive discussion 
with reflections.  
 
As the quantitative method was the primary research method in this study, an online ques-
tionnaire was formed to gather the needed information to answer the research question: 
“What is the role of travel blogs as a source of information in decision-making?”  The purpose 
was to find out the usefulness of travel blogs as a source of information and reliability of 
travel blogs according to the participants of the questionnaire. The aim of the research was 
to provide results showing the motivational factors behind reading travel blogs and what 
makes travel blogs interesting or reliable. It was also a crucial part of the research to find out 
the participants’ attitude towards sponsored blogs and blog posts.  
 
As a secondary research method qualitative method in the form of a semi-structured inter-
view was created and conducted to support the primary research. The interview was con-
ducted via email due to scheduling reasons but it did not make the results any less valid. 
 
The research did not have a client for whom the research would have been made, however it 
is aimed for anyone interested in this specific field of study and to people who might have 
interest towards further research. As the blogosphere is presumably in its infancy, there will 
be room for further study and analysis in the future. Research made for this thesis can be 
used as a platform for further studies.  
 
The idea for the thesis topic was born due to researcher’s previous studies in the Open Uni-
versity of Helsinki and Laajasalo College within communications and her passion for lifestyle 
blogs and blogging. Laajasalo College is an adult education college located in Laajasalo, Hel-
sinki offering a variety of courses within media, performing arts and visual arts. The purpose 
of the thesis was also to give a push for researcher future study and working plans.  
 
 
 
2 Social media 
 
Social media has, without a doubt been the online phenomenon of the past few years. Social 
media refers to all the electronic media, where users can create, publish and comment on 
different type of contents. (Kortesuo & Kurvinen 2011, 11) A few good examples of social me-
dia includes social network sites such as Facebook and Twitter, blogging technologies like 
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Wordpress and TypePad, crowdsourcing products like Wikipedia and photo and video sharing 
sites like Flickr and YouTube. Social media can be seen as the infrastructure that helps users 
become publishers of content that is interesting to them and their friends. (Treadway & Smith 
2010, 24)  Social media skills are nowadays contrasted with essential skills in working life such 
as language skills, performing skills, social knowledge and communication skills both on- and 
offline. (Löytänä & Kortesuo 2011, 141) 
 
2.1 Six Truths of Social Media 
 
When every individual, company and organization can produce and publish any kind of media 
without any intermediaries, macromedias are born. When talking about macromedias we are 
talking about publishing that basically happens with only a click and anyone around the Inter-
net can see the published content. Macromedias can be anything from blogs to videos on 
YouTube or pictures in Flickr or Facebook; both in individual and company level.  
(Salmenkivi & Nyman 2007, s. 142-143)  
 
The word social comes from the Latin word of socius, which means as a substantive a com-
panion or ally. In an adjective form the word refers to relationship between people or their 
collective existence; these two facts form the main determiners of the Internet. According to 
David Weinberger people are not online only for buying things with one click but to talk and 
communicate with other people with their own voices.  (Salmenkivi & Nyman 2007, 141-142)  
 
According to Treadway and Smith (2010) there are six truths of social media that can be re-
lied upon:  
 
1. Social media is the preferred way for young people to communicate with each other; 
there is no other channel, which comes even close to this one. 
2. The more active the consumer is online, the more likely they will participate in mul-
tiple social networks. Sometimes these people can be seen as the influencers for ex-
ample within a circle of friends and they have a great influence on the people around 
them. 
3. Once the information is shared online, it is out there and cannot easily be modified or 
deleted. Everything is out in the open and visible for other people to see. 
4. As business wise, social media is best applied in addition to existing Internet market-
ing programs and alongside other Web assets. For example most companies the tour-
ism field have their own websites but in addition to that also separate Facebook pag-
es.  
5. The social media rules are still being made and the social media etiquette is still rela-
tively immature. 
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6. Everyone on social media networks is motivated by some combination of the examples 
of basic human needs: love, self-expression, fun, escapism, influencing people and 
making money.  
 
2.2 Facebook 
 
Facebook is so called ’One Size fits All’ social media network, which provides the user with 
one-stop shopping for all of their online community, entertainment, communication and other 
social media needs. In addition to connecting with friends, this network also enables to up-
load photos, videos and any kind of textual content people feel need to publish. The network 
gives an opportunity to join groups that are associated with people’s political views, hobbies, 
career or any interests. It has been said that Facebook wants to be everything for one person 
online meaning that there would not be any need for a person to log on in any other social 
media platforms and services. (Treadway & Smith 2010, 28) 
 
The growth of Facebook as the most popular social media channel has been meteoric. For ex-
ample in August 2008 Facebook had 100 million users; by February 2010 it had reached 500 
million users. To think about the size of Facebook it has a larger population than any country 
other than China or India. (Blyth 2011, 107) This social media channel holds an unforeseen 
amount of information about its users’ lives; it knows what they do, what they like, with 
whom they are, where they are and these are the most important and beneficial facts for the 
marketers that have become more and more interested about marketing online in such chan-
nels as Facebook. (Blyth 2011, 111) No other social network can match with Facebook’s cur-
rent broad international customer adaption or momentum. The network hosts a wide range of 
social applications and has been the market leader in the social media since April 2008. 
(Treadway & Smith 2010, 32) 
 
The social graph is the broad collection of people, places and interests that makes us individ-
ual; it is how and why we are connected to other people. Before the birth and rise of the so-
cial media, information about people’s social graph was extremely hard to find; when you 
moved to a new place you lost the touch with your old friends, stopped participating in sev-
eral events etc. Nowadays social media keeps people connected to their interests, past and 
even old friends. For this reason many experts believe that Facebook may emerge into a ’next 
generation social operating system’, similar to Windows and the Web. What many people do 
as the first thing in the morning is logging into Facebook and other social media networks; 
over time this phenomenon has been seen to getting more and more important as it attracts 
more users, more friends and more data on the social graph of individual users. (Treadway & 
Smith 2010, 25)  
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One of the most important innovations Facebook was working with only couple of years ago 
was identifying who influences a person the most; this was made possible when people start-
ed to do as much socializing online as they do in real life. Trendsetters are the people in 
one’s online social circle whose opinions matter the most. It is the person who manages to 
always have the right clothes on or the one with the most enviable travel experiences or the 
one with the most amazing pictures from events you can only imagine participating. These 
people were predicted to be the ones influencing others for example on their spending behav-
iour and suddenly they have become the new way of advertising. However this kind of organic 
system of getting recommendations from friends has had it roots in a natural part of human 
behaviour; Facebook has just lifted it to the next level. (Bailyn 2012, 23)  
 
3 Blogs and Blogging 
 
Blogs and blogging are words that everyone has come across during the past couple of years 
and there are now more than 100 million blogs circulating on the Internet. Blog is a web page, 
which is maintained by an individual person, a group or an organization. Blog can be either 
public or only for a specific group of readers and one of its main characteristics is the fact 
that the newest content is always on the top of the page. (Kortesuo & Kurvinen 2011, 10) 
Blogs are significant technological, economical and even social force, which makes readers 
into publishers and consumers into producers. Freedom of speech turns from abstract to con-
crete action when everyone of us is able to publish anything, anywhere and to everyone and 
that is the main driving factor behind the birth and rapid growth of the blogosphere; the eas-
iness, rapidity and simplicity of publishing online. (Kilpi 2006, 3) 
 
3.1 History of Blogging 
 
In theory publishing online has been possible since the launching of the World Wide Web. The 
early home pages and online diaries were hand encoded HTLM-pages, which meant that online 
Internet publishing was only possible and available to those who had the time and will to 
learn the basics of HTLM. There are thousands of abandoned web pages and online diaries 
around the Internet that were left behind only because the authors’ skills where not enough 
to develop and maintain the pages.  
 
Even compared to the short history of the Internet blogging has even shorter history. The cre-
ation of the word ‘blog’ has been attributed to American Jorn Barger who started to use term 
‘web-log’ about his Robot Wisdom – web page in 1997.  Barger’s word weblog is obviously a 
combination from words web meaning the Internet and a log. In 1999 programmer Peter Mer-
holz had his own version of the word ‘weblog’ as he removed one of the letters from the orig-
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inal word and that’s how the verb blogging was created – as in we blog. (Kilpi 2006, 11 & A 
Bried History of Blogging 2011)  
 
During the early years of blogs in the late 1990s there were already a few blogging platforms 
that cropped up. Different platforms and online providers made online publishing as easy as 
writing in Word; people only needed a working Internet connection and a will to write.  (Kilpi 
2006, 4) LiveJournal is probably one of the most popular of the early sites. It was also the 
place where the student had her first blog; a combination of an online diary and a blog where 
she had possibility to write about normal issues in life; school, hobbies and relationships. The 
settings abled the blog to be visible only to friends using the same platform and even today, 
ten years after, the hundreds of blog posts are readable and safe in LiveJournal.  
 
In 1999 small American company Pyra Labs launched a web service, which was called blogger. 
It was a platform that offered a chance for anyone to start his or her own blog in an easy 
way. The basic functions were free to anyone but advanced features were chargeable. Popu-
larity of blogging was seen as the rapid growth in the visitor count of the page. In 2003 
Google bought Pyra Labs due to company’s lack of resources; it was not big enough company 
on its own to respond to the demand of vastly growing number of bloggers. This trade made 
all the functions free for anyone and made the platform even better known. Nowadays Blog-
ger is well-functioning platform that many professional bloggers use for their blogs. (Kilpi 
2006, 12)  
 
3.2 Different Types of Blogs 
 
Entry or a blog post is an article on a blog, which can contain videos, pictures or any kind of 
content that the blogger has wanted to publish. (Kortesuo & Kurvinen 2011, 10) Word blogger 
refers to the person who is publishing content to the blog.  The community formed by all the 
blogs online is called a blogosphere. It is an intangible space and much argued concept; 
whether it exists or not is also a popular topic in several blogs. (Kilpi 2006, 17) According to 
Technorati (2006) the blogosphere grows by one blog in each second and the growth of blogs 
seems exponential, meaning that it is accelerating all the time. Anyhow, the rapid growth of 
the blogosphere should be examined with some preservation since most of the registered 
blogs are not in use. In 2006, researcher Vasa viewed almost 13 million blogs and noticed that 
almost 10 million of them were not in active use. (Salmenkivi & Nyman 2007, 149-150) 
 
Typical blog is a web page where bloggers produce current contents with dates on each blog 
posts. Distinctive feature for the blogs are also the fact that the old posts remain invariable 
and readable for all readers all over the Internet. Also one of the main points of blogs is the 
fact that they are places where the publicist and the reader meet, communicate and share 
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their opinions; most of the blogs are open for readers to comment. It is also typical that blog-
gers link, share and advertise their own blogs in other social media channels such as Face-
book, Instagram or Twitter. (Kilpi 2006, 3)  
 
Bloggers can be divided into two different groups: the ones doing blogging for fun and as a 
hobby and professional bloggers. There is a fine line between these two types of bloggers and 
it is hard to define when hobby blogger turns into a professional blogger. The characteristics 
of a professional blogger are steady and growing readership and connection to advertisers and 
companies; most of the bloggers writing for company blogs get also paid for their work. Pro-
fessional bloggers get chances to earn more, more business opportunities with different com-
panies and also fame and glory. However, these two types of bloggers can both be seen as the 
same trendsetters as the friends we have for example in Facebook.  
As already mentioned above many bloggers get perks with their blogs but for some bloggers, 
writing pays their living costs entirely. In the blogosphere and also in real life most of the 
bloggers are known by the name of their blogs, not so much by their own name.  Anyone can 
have a blog for fun but not everyone makes it as a professional blogger. (Kortesuo & Kurvinen 
2011, 98-99)  The early professional bloggers were usually former journalists but nowadays 
these professional blogs and bloggers can be seen even as influential as traditional newspa-
pers and magazine. (Blyth 2011, 87) 
 
Blogs can be related to phone calls and text messages; all of them are done in the need of 
being in touch with each other and tell about matters that normal media does not see worth 
publishing. Traditional media can be seen strict and stabile, in comparison blogs are fast and 
temporary but still both are essential for the identity of communities. (Kilpi 2006, 5) 
For many people, blogging is a way of life and also increasingly a source of income.  
 
According to Scoble and Israel (2006) the popularity of blogs and blogging are based on six 
different distinctions when you compare them to other communication channels: 
 
1. The chance to publish.  Anyone has a chance to write a blog for free and afterwards 
anyone has the opportunity to read the written blog posts anywhere in the World. 
2. Discovery. Through different search engines blog posts can be found by their content, 
headline, subject or writer.  
3. Social factor. Blogosphere is like a one big conversation and the most interesting 
conversations develop and move by linking the blog posts through different kind of 
social media channels and other blogs.  
4. Fastness.  Information moves faster through blogs than any printed media.  
5. Syndication. Through RSS-feed readers can receive notices when their favourite blogs 
have been updated. This saves time and effort since the readers do not have to go 
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and check whether the blogs have or have not been updated between the last visit 
and this moment.  
6. Chance to link. Any blog can basically be linked to any other blog which means that 
the prospective visitor count in one blog can escalate into millions of visitors. (Sal-
menkivi & Nyman 2007, 145)  
 
Two factors binding different blogs together are links and comments. For example many Finn-
ish fashion and style bloggers are continuously emphasizing their readers’ blogs in their own 
blogs and this way advertising their choice of blogs to other readers and this way new blogs 
get more readers. It is like an on-going treadmill where bloggers have to be active and com-
ment other blogs in order to get more readers for their own blogs. There are other social me-
dia channels already mentioned above where new bloggers are able to advertise their own 
blogs but the most valuable way for a new blog to be found and succeed is that already well 
known blogger ‘discovers’ their blog and mentions it in their own blogs.   
 
This fairly new blogging phenomenon is creating also new kind of business activity when com-
panies and corporations both abroad and in Finland have suddenly realised the potential of 
blogs and seen their importance as an essential competition factor. (Kilpi 2006, 3) 
 
 
3.3 Travel Blogs 
 
Since blogging is fairly new phenomenon and though blogs in general have been familiarized 
and explained academically in several academic books and online, there is no accurate aca-
demic description or explanation what travel blogs truly are. From the researcher’s point of 
view travel blogs are one form of lifestyle blogs. Another type of lifestyle blogs are for exam-
ple fashion blogs, fitness blogs or food blogs – sometimes all of these four types of blogs are 
emerging in one blog.  
 
Virpi Aittokoski from the Finland Convention Bureau has also commented the benefits of trav-
el blogs. The biggest benefit is the possibility of the message to spread around the Internet. 
Even though the amount of blog readers and fans in Facebook can be measured, the true 
amount of people who have received the message can never be counted, which Aittokoski 
considers as a positive matter. (Yle 2013)  
 
The world of tourism and travelling is highly based on mental images, ideas and expectation 
since most of the tourism products are intangible. For this reason the travel blogging world is 
extremely visual world and the most highlighted and liked travel blogs are visually high-class. 
Obviously the current written content is also the main motivator bringing readers into travel 
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blogs but quality images can be seen as important as the written context; in most blogs they 
walk hand in hand emphasizing each other.  
 
Also businesses within the tourism industry have slowly discovered the benefits of travel 
blogs. The CEO of Suntours Ltd Ab Tuomo Meretniemi stated in Bloggers and Industry seminar, 
which was held in the Travel Fair 2014, that within a year or two exploiting bloggers as an 
excellent marketing channel is going to mainstream. Also Inna-Pirjetta Lahti (Yle 2014) has 
said that travel blogs have changed the tourism marketing completely because trips are main-
ly purchased online and this is the reason why blogs work well within tourism area. The deci-
sion to buy something travel related online can feel easier and more trustworthy when the 
information comes from a real-life person, in a form of a blog post and not as an advertise-
ment.  (Ruusunen 2014) 
 
As an example of travel blog portal can be mentioned web page called Rantapallo.fi. It is one 
of the leading travel web sites in Finland and combines all the travellers’ web services in one 
place; travel tips, news, conversations, travel blogs, guidebooks and diverse travel search.  
The site has around 200 000 visitor each week and the site was created back in 2007. (Ranta-
pallo.fi)  
 
Creating a travel blog in Rantapallo.fi is open, free and fairly easy for anyone to do. The blogs 
in Rantapallo have been counted to have approximately 250 000 readers each week which, 
according to Rantapallo.fi (2014), is the biggest number of audience a blogger can reach with 
his or her travel blogs in Finland. The site also adverts Blogger Card which bloggers can apply 
for when they have steady audience and regular posts; the card gives benefits and advantages 
concerning tourism products and services in Finland and even abroad. As an active blogger, 
there is also a chance to attend to different kind of events, competitions and even trips to 
different destinations (Rantapallo.fi). This type of encouraging with promised benefits is fair-
ly knew in the Finnish travel blog scene and the Rantapallo Blogging Card was only published 
in 2014. 
 
4 Online Marketing 
 
With so many people spending so much time online on the social media channels, it is no 
wonder that so many marketers have became extremely interested about marketing opportu-
nities online and reaching potential customers through social media channels. More than any 
other channels through social media businesses can reach millions of peoples and their cam-
paigns have more possibilities to go viral than through any other traditional or even online 
media channels. (Blyth 2011, 108) 
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4.1 Benefits to Different Users 
 
For marketers Internet offers the opportunity to lower costs and new business opportunities. 
As a marketing channel the benefits of the Internet are its ability to offers stock and publish 
vast amount of information. For the consumers Internet can offer wide range of global choic-
es, quality services, sometimes cheaper prices, more information for decision-making and 
clear contact to the marketer. (Ahola, Koivumäki & Oinas-Kukkonen 2002) 
 
Social media is free to use for anyone who has the chance to go online and this fact is revolu-
tionising the world of marketing. Where in the past small companies had no chances of com-
peting with multinational companies with multimillion budgets and access to all the most 
beneficial marketing channels, nowadays they basically have the same chances marketing 
online as the bigger companies. The only cost of social media marketing is the time the work 
takes to do.  
 
The benefits of online marketing are relatively clear: the messages can be allocated individu-
ally depending who the customer is or what kind of target group is in question. The messages 
can also be followed and if they are noted not to work they are fairly easy to change. This 
saves money and time compared to marketing offline in traditional medias. Internet has also 
made it a lot easier to search and reach for the potential customers and the distribution 
channels are limitless. Search engines, emails and web pages are all open every day of the 
week, all the time; only limitation in online marketing methods are the human himself. 
(Ahola, Koivumäki & Oinas-Kukkonen 2002, 118) 
 
Internet can be seen as the buyers market; related to stone foundation stores, customers 
have opportunity to receive more information than ever before. They are able to check prices 
and information from several sources, compare products as much as they like and choose the 
best one serving their purposes. However, the humane aspect is obviously lacking online when 
people are not able to communicate and ask. (Ahola. Koivumäki & Oinas-Kukkonen 2002, 120-
121)  
 
As consumers are hit with an increasing number of advertisements online all the time, it has 
become extremely important for marketers to make their advertisements easily and quickly 
digestible. Especially in social media marketing the common characteristic is the fact that 
they place emphasis on images. This is also the way how blog posts work; the most shared and 
liked blog posts all have a common characteristic: they are filled with well-placed and quality 
photos to break the content up and emphasize certain points. The traditional text-based con-
tent will probably ever go out of style but it is good to take into consideration the importance 
of visual aspect of online marketing. (DeMers 2013) 
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4.2 Search Engine Marketing 
 
People are nowadays naturally turning towards search engines, such as Google, Yahoo! and 
MSN Search when seeking information about new products, services or entertainments.  
 
All the purchase decisions made by an individual are born due to the information and 
knowledge of the particular individual. However Internet has permanently changed the com-
munications and networking possibilities, obviously this change has also affected the purchase 
decisions and information related to buying. More and more purchase decisions have its ori-
gins in search engines; even 90 % of the Internet users are now looking for information to sup-
port their purchase decision with the help of different search engines. Search engines works 
like quick response service, which gives the needed information quickly for consumer just 
when he needs it. The greatest benefit of search engines is the fact, that consumer does not 
even need to know specifically what she is looking for: a few keywords is usually only needed 
to find the wanted information or the right web page. (Juslén 2009, 110-111) 
 
Search engine marketing is closely related to inbound marketing; it could be said that search 
engines enables the inbound marketing because through search engines people are able to 
find the things they are looking for. It has been estimated that 90% of people are using search 
engines for finding certain information. Search engine marketing has fairly similar benefits to 
inbound marketing:  
 
 It does not irritate the users of the Internet, because the advertisements are shown 
when the users is searching for information about a certain company, product or ser-
vice. 
 Search engine advertisings measurability is exceptional. For example a company can 
easily follow how many clicks they have got and how many of them have lead to user 
visiting the web site and thereby to a purchase something or contact the company. 
 All parties benefit. Marketers get visibility, users gets options and offers suitable for 
their needs and search engine gets income from the marketers 
 It is cheap. One can start by placing less than 50 euros per month.  
 People trust the search engines better than paid links. (Karjaluoto 2010, 133-137) 
 
For marketers, this type of online marketing is like a dream come true. Companies, whether 
they are bigger or smaller ones, do not need to fight against all the thousands of marketing 
messages made by other companies to make their messages to reach consumers attention and 
most likely then when the costumer is not actively interested about the information.  The 
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marketing messages are only to be fought to the most beneficial place in the search result 
pages of search engines.   
 
However, Internet is not a city build with a grid, but an ever-changing space where one sim-
ple page or text gets lost easily. For example blogs have to be build in a way that search en-
gines can find the pages easily; a large amount of well-written text is the most best way to 
ensure that the offered products, services and information are to be found easily. (Juslén 
2009, 111-112) 
 
4.3 Inbound Marketing 
 
Along the growth and development of the Internet a new form of marketing has been born. 
The outbound marketing, which is used for example by paper media, television and radio is 
based on suspension and compulsion but the functioning marketing model in the Internet 
nowadays is called inbound marketing. Outbound marketing works by forcing the target audi-
ence to receive marketing messages through media that they are using. This ‘old’ marketing 
tactic uses the mass medias and other one-way marketing channels such as direct marketing 
and tele marketing by pushing the messages towards the potential customers. People do not 
for example watch TV or listen to radio to hear and see the advertisement but to see other 
contents for entertainment and their own benefit.  The effectiveness of outbound marketing 
is decreasing because people are changing the way they are using media and they are able to 
avoid the advertisements more efficiently. The growing number of messages makes it hard for 
the companies to stand out from others. It is also a fact that marketing communication pub-
lished by real people is nowadays seen more trustworthy than advertising in other channels, 
which also concerns blogging and bloggers.   
 
Inbound marketing is a marketing model that takes into consideration the new rules of online 
marketing. The main factor in inbound marketing is to build marketing models, which want 
customers to find the marketer from the Internet whenever they need information to support 
their buying decisions. The use of the Internet has made this fairly new marketing model pos-
sible; customers are using the Internet both in private and working life and they can be reach 
through the Internet with many different ways. Inbound marketing channels are for example 
content published on one’s own web site, blogs, forums, social media and hand-outs pub-
lished online, phenomenon’s spreading on the Internet and email distribution.  
 
Inbound marketing means marketing ways that are used to draw the potential customers to-
wards the marketers’ products and services. The most important marketing tool is a content 
that responds to the needs of the customers and the fact that the content can be found from 
different social media channels or through search engines. The essential factor in inbound 
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marketing, compared to outbound marketing, is that the customers are inclined to receive 
marketing messages or even search the contents by themselves; the main point in this model 
is to offer solutions and information for customers, not to push the information towards the 
customers when they do not need or search for it. This makes the marketers’  as publishers 
rather than information pushers. Instead of 30-second television advert, the inbound market-
er can produce videos with any length and they will be online for the customers to see when-
ever they need them. (Juslén 2009, 131-135)  
 
Blogs can be seen as one channel for inbound marketing. Most of the bloggers are using has-
tags with their blog posts, which helps search engines to lead the customer in a need of in-
formation to a blog with the needed information. Even though the blog posts have been pub-
lished even some years ago with hashtags it is possible to find the posts without scrolling the 
through the whole blog. According to writer’s own experiences this type on marketing is very 
powerful way of marketing; customer does not feel like being advertised at since she or he 
has searched for the information by her/his own initiative. Also it does feel more convincing 
to read about a product in use on a real person or about a holiday destination with ‘real-life’ 
pictures and experiences.  The results from the inbound marketing in blogs do not go hand-in-
hand with the timing of the cooperative actions in blogs because it might be that the poten-
tial customer finds the posts for example six months later than the posts was published when 
he or she is looking for the information that is current for his or her purchase decisions and 
plans. For this reason, blog posts have to be clearly written and available even after years of 
publishing the original.  
 
5 Ethics Online 
 
Ethics online is an interesting topic to investigate. With the rise of the Internet and popularity 
of social media, researchers and Internet professionals have come up with a question: do digi-
tal media present radically new kinds of ethical problems that require new ethical approach-
es? 
 
5.1 Netiquette of the Internet 
 
Social media is still quite young and developing phenomenon, which means that there are 
several question marks related to the phenomenon. There are still quite a few established 
operators in the area of social media and operational models are taking shapes constantly. 
Some of the open questions are related to the characteristics of social media as an operation-
al environment, others are related to one’s own choices and chances when talking about ben-
efitting from the operational environment. Some of the questions represent risks when mat-
ters do not work they way they are wanted to. (Juslén 2011, 291) 
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One point of view is that social media has intoxicated many people and made them open up 
their own lives the way that would not have been possible before; social media makes any 
person a public person. The people excited about online services have sudden urge to be ex-
posed, publish information about themselves and take part in public conversations. Obviously 
there are risks related to this sudden urge of exposing everything.  It is interesting to think 
who has the final power over the information published online and who can control the power 
of information spread. People’s own choices are not the only matter affecting the privacy 
policy, the other significant problem related to social media and the privacy policy is the 
question about the ownership of information and the publicity of information users have given 
to a certain online services. Social media also contains risks as a place where trade secrets or 
information harmful for public image can be spread. (Juslén 2011, 292-293) 
 
Netiquette is a behavioural model and etiquette of the Internet. It means unwritten rules and 
instructions for behaving online. There are no official law to follow when someone is breaking 
the rules but usually the punishment comes from the online communities where the rules 
have been disregarded. There is a certain communicative culture dominating the Internet and 
people are used to free services, free help and gift economy. Behaving with care is required 
in many areas, including advertising, communicating and security and validity cases. All the 
online service providers have their own principles and rules and they vary from complex con-
tracts to unofficial behavioural codes.  
 
Various legal issues are concerning the intellectual property online: copyrights, globalization, 
brands, competition and advertising activities. All the content online, whether it is a text, 
picture or a piece of art, is under the copyrights. None of the texts, pictures, audio files, vid-
eos or web pages can be used without the permission of the author, especially not in for 
commercial purposes. The problem is however that anyone can use a picture found from a 
blog or from Google if their conscience allows them to do so; usually they do not even get 
caught. There have also been problems with people stealing other user’s accounts and pic-
tures in social media channels and appearing with the stolen identity. (Ahola, Koivumäki & 
Oinas-Kukkonen 2002, 132-133) 
 
It has been said that social media reveals the gaping shaft between the promises of compa-
nies and enforcement of promises. For example, there are real-life pictures in social media 
services like Tripadvisor, which have been taken by hotel quests and with these pictures it is 
proven that the pictures in the official web site of a certain hotel are distorted. If a company 
promises two-day delivery time, there are usually many posts on message boards saying it is 
not the fact. (Löytänä & Kortesuo 2011, 137)  
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5.2 Etiquette in Blogosphere 
 
Naturally the bloggers are enthusiastic and interested about the topics and subjects they are 
writing about in their own blogs. According to Salmenkivi and Nyman (2007) this factor makes 
it more profitable to companies to try to feature their products in blogs or even bribe the 
bloggers with gifts that they would present in their blogs. This has been seen far more effec-
tive than advertising in banners; companies need to find the right blogs with the big amount 
of visitors in order to reach more and more potential customers. In today’s society bloggers 
and blogs are seen as a hubs and influential persons and through them it is easier to have an 
influence on bigger amount of audience more efficiently. The fact is that the bloggers are 
inspiring, annoying and having an impact on the readers so the companies just need to find 
the right bloggers to work with; however not every blogger is willing to work in co-operation 
with companies.   
 
Companies must have the right tactics and the products when reaching the bloggers since the 
bloggers are writing by their own free will and according to their enthusiasm and interests.  If 
the companies are planning on giving a tangible or even intangible gift to a blogger who can 
affect on thousands of readers, they must ensure that the product is good enough.  (Salmen-
kivi & Nyman 2007, 174-175) In the blogosphere all kinds of gifts are seen in the blogs every 
day; they can be anything from clothes and shoes to free trips abroad or from a dinner in a 
new restaurant to a visit in a hair salon. When the right product is targeted to a right blogger 
it is going to have an impact on thousands of readers. For example in the fashion blog world a 
sweater that is seen on a popular and well-known blogger on a Monday evening is sold out on 
most of the stores by Wednesday. Same applies for the blog posts about anything from kitch-
enware to sneakers.  
 
In the travel blogging world the bloggers are mostly receiving intangible gifts such as free 
nights in hotels, trips to abroad or chance to participate in different kind of events and activi-
ties. For example in a case where there is a holiday trip to Turkey where the blogger receives 
everything for free from five star dinners to nights in luxury hotels and expensive activities, it 
might have been beneficial for the blogger to participate in this kind of co-operation but for 
the readers in this case it is not giving that much; who would really have the same chances 
and most importantly the money to have the same way as the blogger did. This is more likely 
image marketing and does not have that much to do with the reality. The example was taken 
from a blog called Mungolife, which is one of the leading travel and fashion blogs in Finland. 
 
Having examined different blog posts and blogs for several years, the researcher came to the 
conclusion that there are two types of blogs floating around the Internet. The first category 
includes the blogs that are trying to sleek their lives, everything from flower arrays at home 
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to holiday pictures with perfect family pictures are though carefully to give a certain impres-
sion about the bloggers life. The second category is formed by the bloggers who are empha-
sizing the honesty and authencity of stories and their lives without polishing the rough edges 
out. However, this does not mean that the second category bloggers would not have quality 
pictures or the same chances that the first category has, they are only more willing to show 
the true expressions with its ups and downs, just like the life itself has.  
 
5.3 Advertising in Blogs  
 
The Finnish Competition and Consumer Authority have written both about recognisability of 
advertising in blogs and about hidden advertising in blogs. Companies advertising through 
blogs need to make sure that readers can clearly separate advertisements from other con-
tent.  
 
Many companies use blogs as marketing channels by making cooperation agreements with 
bloggers or by sending their products as gifts. The aim is that the blogger would promote the 
product or service by recommending it in the blog. As blog marketing has become increasingly 
common, the Consumer Ombudsman has found it necessary to draw up rules for marketing in 
blogs. The policy is aimed for the professional bloggers who are paid to write and at the com-
panies engaging in cooperation with these bloggers. Some bloggers also have their own com-
panies whose activities the blog is connected to. These two parties must take into considera-
tion the requirements of the Consumer Protection Act while having cooperative actions. The 
Consumer Ombudsman Päivi Hentunen has said, “The reader of a blog must not be left unsure 
when the blogger’s own opinion is involved and when it is a company’s paid advertisement. A 
company cannot ask a blogger to write about its product or service without mentioning any 
paid fees or product gifts received from the company.” From the researcher’s point of view, 
there is a fine line between the paid and unpaid advertisement in blogs and sometimes it is 
relatively hard to find out, whether there is a paid advertisement behind the blog post or not.  
(Finnish Competition and Consumer Authority 2013)  
 
This policy line emphasises the fact that the companies should instruct the bloggers to openly 
disclose cooperation and benefits that they receive in the blogs. It is important for a blogger 
to mention the company’s name in connection with the product and that it is received from a 
company as a gift or for evaluation. This view taken by the Consumer Ombudsman and the 
Consumer Protection Act do not apply to private individual, to whom blogging can be seen as 
a hobby.  However, if they end up engaging in marketing on behalf of a company, these blog-
gers should also pay attention to the recognisability of advertising and reduce hidden adver-
tising on their own part. Even though the policies differ whether it is related to a hobby or a 
professional blogger it is an interesting fact to think; what are the real differences between 
17 
 
these two types of bloggers and why do they have different policies regarding advertising in 
blogs. (Finnish Competition and Consumer Authority 2013) 
 
6 Research Methods and Conduction 
 
As the quantitative method was the primary research method in this study an online ques-
tionnaire was formed to gather the needed information to answer the research question: 
“What is the role of travel blogs as a source of information in decision-making?”  The purpose 
was to find out the usefulness of travel blogs as a source of information and reliability of 
travel blogs according to the participants of the questionnaire. The research wanted to pro-
vide results showing what are the motivational factors behind reading travel blogs and what 
makes travel blogs interesting or reliable. It was also a crucial part of the research to find out 
what was the attitude of participants towards sponsored blogs and blog posts.  
 
As a secondary research method qualitative method in a form of semi-structured interview 
was created and conducted to support the primary research. The interview was conducted via 
email due to scheduling reasons but it did not make the results any less valid. 
 
The research did not have a client for whom the research would have been made, however it 
is aimed for anyone interested in this specific field of study in question and to people who 
might have interest towards further research. As the blogosphere is presumably in its infancy, 
there will be room for further studying and analysis in the future. Research made for this the-
sis can be used as a platform for further studies.  
 
6.1 Quantitative Approach 
 
Quantitative research is more logical and data-led approach, which provides a measure of 
what people think from a statistical and numerical point of view.  
The quantitative research approach involves statistical analysis; the method relies on the col-
lection of statistics that are analysed through variety of statistical techniques. It is also based 
on numerical evidence to draw conclusions or to test hypotheses. For the reliability of the 
results, it is often necessary to study relatively large numbers of people. The data can be de-
rived from questionnaire surveys, from observation involving counts or from secondary 
sources. (Veal 2006, 2011) It can be said that the quantitative research techniques produce 
relatively small amount of information about a large number of respondents. (Weaver and 
Lawton 2006) 
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6.2 Questionnaire 
 
The quantitative research method used for this research was Internet based questionnaire, 
which can be seen as the Appendix 1 at the end of the study in its original form. Question-
naire surveys involve the gathering of information from individuals using a formally designed 
schedule of questions called a questionnaire. This technique is probably the most commonly 
used method for example in leisure and tourism research. Questionnaire surveys rely com-
pletely on the information from the participants. The accuracy of what the participants say 
depends on their honesty and obviously on the format of questions included in the question-
naire. Compared with the qualitative techniques, questionnaire surveys usually involve quan-
tification, which means the presentation of results in numerical terms. (Veal 2006). 
 
Answers on a structured questionnaire are usually closed, which means that they require par-
ticipants to choose from a specific selection of answers and do not allow them to qualify their 
answers or elaborate – though some questionnaires can make an exception on this matter. 
Answers can be measure in strengths of feeling such as ‘strongly agree’, ‘disagree’ or num-
bers such as scales out of 10. This form of research is quite flexible in terms of how it is car-
ried out. However, researchers have to keep in mind that more answers one will receive from 
their questionnaire, the more precise results they will receive. (The Marketing Donut nd)  
 
The quantitative research methods was chosen for this study because it was seen as the most 
efficient way to measure the desired matters and online questionnaire was seen the most ef-
ficient and right way to reach as many potential individuals to answer. As Facebook has mil-
lions of users and the messages are known to spread widely rapidly, it was seen as the right 
distribution channel as it proved to be.  
 
6.3 Qualitative Approach 
 
The purpose of qualitative research is to describe and understand social phenomena in terms 
of the meaning people bring to them. The research questions are studied through flexible 
methods enabling contact with the people involved to an extent that is necessary to grasp 
what is going on in the field. The methods produce descriptive data that need to interpret the 
identification of coding of themes and categories leading to findings that can contribute to 
theoretical knowledge and practical use. (Boeije 2010, 11)    
 
Qualitative research methods have been developed in social sciences to enable researchers to 
study social and cultural phenomenon. Examples of qualitative methods are action research, 
case study research and grounded theory; qualitative data sources include observation and 
participant observation in a form of fieldwork, interviews, questionnaires, documents and 
19 
 
texts and the researcher’s impressions and reactions. Qualitative data can mostly be seen as 
a record of what people have said, for example interviews record what participants have said 
about a certain topic. (Myers 2009, 8) 
 
Both quantitative and qualitative research methods and approaches are equally useful, im-
portant and needed in researching business. (Myers 2009, 9) 
 
6.4 Semi-structured Interview 
 
Semi-structured interviews are best used then the interviewee does not get more than one 
chance to interview the respondent. There are three clear characteristics of semi-structured 
interviews. The interviewer and the respondent engage in a formal interview. The interviewer 
develops and uses an interview guide, which is a list of questions and topics that are going to 
be covered during the interview, usually in particular order. The guide provides a clear set of 
instructions for interviewer and can provide reliable and comparable qualitative data. It is 
also polite that the respondent has had a chance to see the interview questions beforehand. 
The interviewer is also able to follow topical courses in the conversation that may vary from 
the guide when she feels this is appropriate. (Robert Wood Johnson Foundation 2008) 
 
Semi-structured interviews are usually preceded by observation and informal interviewing in 
order to allow the researcher to develop a strong understanding of the topic. Many research-
ers like to use semi-structured interviews because the questions can be prepared prior to the 
actual interview; this allows the interviewer to be prepared and appear as competent as pos-
sible during the interview. This type of interview also allows the participants the freedom to 
express their views in their own terms. (Journal of the American Society for Information Sci-
ence and Technology 2006) 
 
6.5 Research process 
 
The questionnaire made for this research was carefully planned and discussed with the re-
sponsible teacher and after that tested with a test group before publishing it online. A few 
changes were made between the test group answers and the real participants, which did not 
really affect the final results of the questionnaire. The topic of the thesis in general is very 
current and the questions were thought very carefully to suit to different participants. How-
ever, is has to be taken into consideration that the participants were randomly elected for 
the questionnaire, meaning that anyone seeing the questionnaire in Facebook was able to an-
swer it. This means that whether the publishing of the questionnaire would be repeated, the 
participants could be different people with different experiences and opinions. 
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The primary research method for this study was quantitative method in a form of online ques-
tionnaire. The distribution channel chosen for the online questionnaire was Facebook. It was 
natural choice considering the subject of the research and the power of the social media 
channel. Facebook was also seen as the most efficient path to reach the targeted group to 
answer the questionnaire in a fairly short time: young adults between the ages of 18 and 30. 
The questionnaire was public for everyone to answer for two weeks and resulted in 112 an-
swers in total. The questionnaire was divided into three different sections: travel blogs, use-
fulness and reliability of travel blogs and demographic information including 14 questions all 
together. The questionnaire was tested with a test group of three tourism students.  
 
The questionnaire was published on a Monday morning and reposted in Facebook next Mon-
day; these two days have clearly the highest peaks of responses during the two-week time the 
questionnaire was publicly online. The questionnaire was also published two days before Fa-
cebook publishing in two Finnish travel forums, Matkafoorumi.net and Pallontallaajat.fi but it 
did not gain remarkable amount of answers through these channels, which can be seen from 
the time stamps of the answers. The platform for the questionnaire was powered by Google 
Forms, which was extremely useful platform for especially this survey making the answers 
straight into figures.  
 
Towards the end of the thesis process the researcher was still willing to conduct a short semi-
structured interview with an expert within the field of the topic. The person was found 
through a colleague from the earlier media studies. The selected method to carry out the in-
terview was email due its characteristics as a vast platform taking into consideration the tim-
ing of the interview.  
 
6.6 Reliability and validity 
 
Validity is the extent to which the collected data truly reflect the studied phenomenon. In 
other words, validity can be seen as an indication of how reasonable a research is; more spe-
cifically validity applies to both the design and the methods of a research. In data collection, 
it means that the finding truly represent the phenomenon claimed to measure. Valid claims 
can be seen as solid claims. (Veal 2006, 117) 
 
Reliability is the extent to which research findings would be the same if the research would 
be repeated again at a later date or with a different sample of subjects. Caution should al-
ways be exercised when making general statements on the basis of only one study. However 
in questionnaires, there is always a chance that participants think the questions differently 
than they are actually meant.  (Veal 2006, 117) Reliability cannot be calculated with any-
thing, it can only be estimated.  
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Even though the online questionnaire was self-observed, the research can be held as reliable. 
The questions, both in questionnaire and semi-structured, were thought carefully and the 
online questionnaire was tested with a test group. Also the large amount of answers makes 
the results reliable and gives wide point of view to the results. The closed questions in the 
questionnaire also ensured that the questions were not to be misunderstood. The semi-
structured interview was conducted with a professional within the travel blogosphere, which 
makes her answers valid and reliable.  
 
7 Results  
 
The aim of this research was to have as broad as possible overview to travel blog readers with 
an online questionnaire and to answer the research question: “What is the role of travel blogs 
as a source of information in decision-making?”. The research focused particularly closely on 
the reliability and usefulness of travel blogs and the motivational factors behind reading trav-
el blogs. Below are the results both from online questionnaire and semi-structured interview 
explained and analysed in detail.  
 
7.1 Travel Blogs Readers 
 
The online questionnaire started with a question allocating the participants into two different 
groups: the ones who have read travel blogs and the ones who have not. Obviously the 
amount of participants answering yes belonged to the target group of the research and the 
ones answering no were not eligible for the survey. Majority of the participants, 98 persons 
resulting in 87,5% of all the answers answered yes and 14 persons with 12,5% of the answers 
said no for the first question. This means that rest of the questionnaire was conducted be-
tween these 98 eligible participants who answered yes to the first question.  
 
 
7.2 Sources to Search for Travel Information 
 
Second question of the questionnaire was focused only for the participants answering no the 
first question. This question was created to find out what kind of sources participants are us-
ing for finding information about travel destinations if not travel blogs. There were seven dif-
ferent options and the participants were able to choose one of the most beneficial sources as 
their answer.  
 
Resulting in 14 answers (12,5%), online social media channels such as forums and social net-
works were the most popular answer competing with official travel websites with 13 (11,6%) 
answers. Brochures and travel guides, word of mouth and other were the three next an-
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swered categories leaving traditional media such as journals, magazines and TV with travel 
agencies and tours operators as the least chosen option for this part. This means that the us-
age of the traditional paper media and visiting for example travel agencies offices in person 
are not as usual ways to collect information about destinations and flights as the Internet has 
made data collection, booking and purchasing easier to do online. People are relying more on 
the electronic word-of-mouth, which comes from the real people in surroundings where they 
are able to express their true experiences and thoughts. In the official travel websites, cus-
tomers are able to compare for example destinations more efficiently than in a face-to-face 
situation in a travel agency office. 
 
 
 
 
Figure 1. Sources for finding information about travel destinations. 
 
 
 
7.3 Frequeancy to Read Travel Blogs  
 
As it can be seen from the figure 2, the amount of answers for this question was 49, which 
means that despite the instructions before the actual question, there were 35 participants 
who misunderstood the purpose of the question, which was the fact that it was only meant 
for those who answered no to the first question.  
 
After answering no to the first question and giving an answer to the second one, the ques-
tionnaire automatically forwarded the participant to the demographic section in the end of 
the questionnaire.  
 
Third question of the travel blog part was about the frequency of individuals reading travel 
blogs so the purpose of the question was to find out how often participants are actually read-
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ing travel blogs. There were four possible answers and the participants were able to choose 
one of the answers resulting 66 of the participants answering that they are rarely (58,9%) 
reading travel blogs. The second most popular answer was monthly which resulted in 22 an-
swers meaning 19,6% of all of the answer. Participants reading travel blogs weekly ended up 
being almost the same amount as monthly with 19 answers and 17% of the answers. Unfortu-
nately only 3,6% on the participants (4 answers) said daily for this question. For the topic in 
mind, it would have been better for the research to get more daily travel blog readers, as it 
would have made the result more trustworthy.  
 
As travel blogs can be seen as a form of lifestyle blog and usually different characteristic of 
lifestyle blogs are emerging in one blog, one cannot really know what the participants though 
to be a travel blog and what not, as there is a fine line between the different definitions of 
blogs.  
 
Figure 2. Frequency of reading travel blogs. 
 
7.4 Motivation to Read of Travel Blogs 
 
The fourth questions wanted to find out the main reason for reading travel blogs in general. 
Participants were asked to choose one of the answers from five different options. This figure 
shows that there were two almost equally important reasons for reading travel blogs with the 
amount of distinction in the answers being only one answer. The most important reasons were 
getting ideas and information about destinations for fun (42%) and getting information about 
destination I am already planning to go (41.1%). These two answers dominated this part leav-
ing only 16 answers for the three remaining answer options; other being the most popular 
with 9 answers leaving reading about destinations where I have already been and interaction 
with blogger as the least answered options. Even though the other answer option gave partic-
ipants the chance to specify their answers, none of the nine participants did it. 
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This part supports the inbound marketing and search engine marketing theories as people are 
mainly using blogs as an information source for oncoming trips or finding information for fun, 
which though can later on lead to purchase. Even though blogs are seen as a social phenome-
non and a chance for people to interact with each other, the participants of this question-
naire did not seem to be that interested about the possibility to interaction with the bloggers 
even though it can be the main motivational factor for some people to read certain blogs. 
 
 
Figure 3. Most important reason to read travel blogs. 
 
 
 
7.5 Features Making Travel Blogs Interesting 
 
 
The last question of this section addressed the features making travel blogs interesting. For 
this question as well, participants were able to choose only the most important option. With 
31,3% of the answers, interesting and current contents were seen as the most important rea-
son making travel blogs interesting, which was not surprising at all. The second place was 
evenly divided with quality photos (21 4%), information about destination (20,5%) and writ-
er’s personality (20,5%). Yet again, interaction between blogger and reader received only 
one answer, which continued in line with the previous answers. This question strengthens the 
fact that blogs are for fast and current information, competing with for example online news-
papers and that people are really using travel blogs as a source of information in decision-
making regarding travel planning. This part also emphasizes the visual part of travel blogs, 
which was discussed earlier in the travel blog part.  
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Figure 4. Features making travel blogs interesting. 
 
 
7.6 Usefulness and Reliability of Travel Blogs  
 
Next section of the questionnaire dealt with the usefulness and reliability of travel blogs with 
eight questions; six being compulsory to answer and 2 being voluntary questions with freedom 
to choose to answer or not.  
 
The first question of the section was about how useful participants find travel blogs regarding 
their own travel planning. This question was the first question on the questionnaire with an-
swering by the scale from one to five, one being not useful at all and five being very useful. 
21,4% of the participants found the travel blogs being useful for them as a source of infor-
mation regarding their travel planning and almost the same amount of participants (20,5%) 
had a neutral approach for the question. Four of the participants saw travel blogs as very use-
ful regarding their own travel planning and only ten participants, (10%) do no think travel 
blogs are not useful at all or very useless.  
 
This shows, that like in the previous question, travel blogs have become an essential part of 
travel planning nowadays. New types of online marketing methods enables blogs and certain 
posts to be found whenever the customer is in a need of certain information, which makes is 
easier for all the three sides to benefit: the marketer, the blogger and the customer.  
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Figure 5. Usefulness of travel blogs regarding own travel planning. 
 
 
7.7 Purchases Made by the Recommendation in Travel Blog 
 
Seventh question was formed to find out the power of advertising and even hidden advertising 
in travel blogs and asked if the participants have ever made a purchase decision based on a 
recommendation on a blog.  For an unknown reason, only 54,5% of the participants answered 
the question making it only approximately half of the whole amount of participants. The 
guess is that they were not sure whether to answer this question because of the voluntary 
follow-up question asking what they have bought.  
 
 
Figure 6. Amount of purchases made by the recommendation in travel blog. 
 
 
This figure shows that participants were not as influential to advertising and hidden advertis-
ing in travel blogs as researcher ought them to be. Some example of the purchases partici-
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pants had made online were sun lotions, meals/traditional food, nights in specific hotels and 
a visit to catacombs in Paris. Blogs had also inspired them to go backpacking in Europe, visit a 
certain restaurant and even helped to choose between two possible destinations to go.  
According to writer’s own experience in her own life, travel and lifestyle blogs have had an e 
influential impact on her life and lead to numerous amounts of times when she has purchased 
something that was advertised in a blog and been satisfied with the purchase. 
 
7.8 Reliability of Travel Blogs as a Source of Information 
 
The next question in the questionnaire was probably the most essential question regarding 
the whole research. In this question, the main aim was to find out how trustworthy partici-
pant see travel blogs as a source of information. The question scale was from one to five: one 
being not reliable at all and five being very reliable. Observation of the answers reveals that 
majority of participants (29, 5%) do think that travel blogs are reliable as a source of infor-
mation and even 4,5% of participants considered blogs as very reliable information sources. 
17% of the participants had neutral approach which was slight disappointment for the re-
searcher since it does not really make their opinion any more positive than negative. 
 
 
 
Figure 7. Reliability of travel blogs as a source of information. 
 
 
Tenth question wanted to find out the facts making travel blogs reliable. There were six given 
different answer options and the participants were guided to choose from one to three fac-
tors making travel blogs reliable; well-known blogger, regular posts, famous spon-
sors/partners, factual information, blogging under portal and being able to interact with the 
blogger. Within the question, the answers were divided fairly evenly making factual infor-
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mation with 48 answers (42,9%) the most answered option. The second factor making blogs 
reliable was that the bloggers were posting regularly with 34 answers and 30,4% of all the 
answers. The third and the most surprising answer was being able to interact with the blog-
ger with 27 answers (24,1%). This option ending up as the third most popular answer is highly 
interesting since it was also an answer option in the previous questions What makes travel 
blogs interesting and what is the most important reason to read travel blogs. In these parts 
the chance to interact with the blogger was not seen as an interesting option and it was not 
the reason for many participants to read certain blogs. However in this category it received 
almost a third of all the answers which means that even though this fact might not draw the 
readers to blogs and make them come back time and time again, according to some of the 
participants the ability to interact with the blogger makes the blog reliable. The reason for 
this might be the fact that some bloggers are sometimes closing their comment box from 
readers as they are not ready or able to receive constructive feedback or they do not have 
the will to really discuss about the featured topics, as they might be scared about the ac-
ceptance of the content.  
 
Three least answered option were well-known blogger with 14 answers (12,5%) and famous 
sponsors/partners and blogging under blog portal with both three answers and 2,7% of the 
answers. These three answers show that readers do not value famous bloggers writing under 
any blog portals and those having well-known sponsors and partners do not make the blogs 
more reliable.  
 
 
Figure 8. Factors making travel blogs reliable 
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7.9 Attitude towards Sponsored Blogs and Blog Posts 
 
The final question wanted to grab on to the sponsors and partners that are very common in 
blogosphere nowadays and asked how participants evaluate the sponsored blogs and blog 
posts. They were given a scale from one to five, one being very negative and five being very 
positive. This question was highly interesting since the advertising and especially hidden ad-
vertising in blogs has been a hot topic for a while and it is an argued concept since there are 
no specific rules or etiquette how to behave online and especially in the blogosphere, except 
the guidelines given by the Finnish Competition and Consumer Authority whose guidelines give 
only a direction for the cooperation between companies and professional bloggers.  
 
Prolonging with the previous question and its result about the reliability, majority of the par-
ticipants see the sponsored blogs and sponsored posts negative with 21 answers (18,8%) and 
5,4% see them as a very negative phenomenon. However in this question as well, 24 partici-
pants had neutral opinion and the whole amount of results was 60 out of 98, meaning that 38 
of the participants did not answer this question at all, which is a pity. 
None of the participants thought that the sponsored posts or blogs were very positive but 
there were nine answers (8%) saying that they do see sponsoring as a positive matter.  
 
For the bloggers themselves, sponsored posts has been seen as the most popular form of ad-
vertisement in their own blogs as the survey called The State of Travel Blogging in 2013 indi-
cates. 86% percent thought that the sponsored posts were the most liked form of advertise-
ment to them which is quite different standpoint in relation to the standpoint of the readers 
in this research. (Cision 2013) 
 
 
Figure 9. Attitude towards sponsored blogs and blog posts. 
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As a potential follow-up potential question, the researcher could have though of finding out 
what is it about the sponsored blog posts that makes people have negative image. It would 
have been highly interesting to know, since people are nevertheless influential to advertising 
all the time in different channels every day. The researcher’s guess is that not so many peo-
ple think blogs as an advertisement channels but as an information sources and places for 
pass time. 
 
7.10 Demographic Information 
 
The third section of the questionnaire focused on the demographic information of the partici-
pants. This section also includes the ones who were not actually even participating in the ac-
tual questionnaire, other than the two first questions. Out of 112 participants, 85 (75,9%) of 
them were females and 27 (24,1%) male participants, which was already predicted before 
publishing the questionnaire since most blog readers are female. (Rantapallo.fi) Similar gen-
der distribution can also be seen in the big blog research, which was commissioned by Aller 
Media and conducted by research company Kopla between June and September 2014. There 
were roughly 1000 persons answering the survey from every age group and the study showed 
that 80% of blog readers are female and 20% are male. (Aller.fi 2014) 
 
As the focus group of the survey was young adults from 18 to 30 years old, Facebook turned 
out to be the right channel to reach the right target group since a bit over half (54,5%) of the 
participants were between ages 18-24 and 34,8%, meaning 39 people were between ages 25 
and 34. There were only one under 18 participant and 11 participants who stated their age as 
+35.  
 
 
Figure 10. Age Distribution. 
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To back up the argument that Facebook was the right distribution channel for this question-
naire, in the survey made by Aller Media, it indicates that most of the blog readers are be-
tween the ages of 20 and 34, which was exactly the biggest age group answering this re-
search’s questionnaire as well. (Aller.fi) 
 
Knowing the nationality of the participants was not crucial information regarding the re-
search, it however showed the power of social media as a distribution channel. There were 36 
participants who wanted to tell their nationality and they were from 22 different countries: 
Vietnam, Belgium, Turkey, Canada, Portugal, Lithuania, Italy, Iceland, Spain, Great-Britain, 
Bulgaria, Slovakia, Estonia, Germany, Australia, India, Russia, Austria, Romania, France and 
the Netherlands. Ten out of 36 were participants from Finland so 26 answers were divided 
between these 21 different nationalities and countries.  
This result indicates that Internet truly is a global phenomenon and even though the survey 
was published on researcher’s own private profile, it spread forward to other peoples profile 
and maybe even to some Facebook groups via people sharing it. This result also demonstrates 
that the customs, habits and thoughts regarding the blogosphere are similar all over the 
world.  
 
7.11 Interview answers 
 
Based on the Interview results from the semi-structured interview conducted with Riikka 
Krenn, the editor in chief of Rantapallo.fi, bloggers blogging under a blog portal have com-
plete freedom regarding contents of their blogs. As a service provider Rantapallo.fi, which is 
used here as an example blog platform, does have the duty to delete all the content that is 
against the Finnish law. But otherwise the platform is not supervising or monitoring the con-
tents on the blogs. As the same policy most likely applies the other blog platforms as well, 
this strengthens the theory that anyone has a chance to publish basically anything the laws 
allow to anyone.  
 
Familiar bloggers are typically perceived as trusted persons just like friends, neighbours or 
colleagues. Bloggers have a chance to write as subjectively as they want and considered ar-
guments and reasoning behind opinions, background work done well or for example clear il-
lustration can affect the experience of trust. The most important reason for travel blog suc-
cess is personality. The results showed that in addition to finding information and information 
regarding own travel planning, readers are appreciating interesting personalities and the 
chance to have a personal relationship with the blogger, meaning the interaction between 
these two.  
 
32 
 
According to Krenn (2015) there are several benefits of advertising in blogs, which was an ad-
dressed topic in the theory part of the thesis. Being in cooperation with such platforms as 
Rantapallo, bloggers can have free blog layout and technical support for all issues concerning 
blogs. They also have chance to participate in trainings and events held by the company and 
its business partners and chance to get visibility in social media, in interviews and other 
channels of the company, best bloggers might even have chance to go on blog trips. The big-
gest benefit for the blog readers is the fact they can find the desired contents easily from the 
same address.  
 
The results are also indicating that even though the marketing has set to be a part of blogging 
world today, it is fairly hard to measure the true impact of travel blogs and the advertising in 
them in consumer behaviour. Through blog surveys it is possible to have the information 
about purchases made by blog readers for example between a certain time, but is hard to 
know exactly what has been the main motivational factor behind a purchase decision.  
 
The growth of the commercialism in blogs can be seen as an inevitable phenomenon, whether 
people think it is more positive or negative phenomenon. Krenn emphasized that if the trans-
parency of commercialism lasts, the whole phenomenon is not a bad direction to the devel-
opment of blogs. In turn, hidden advertising is a troublesome phenomenon. According to a 
survey made by Rantapallo at the turn of the year 2014-2015, majority of the participants had 
a neutral opinion towards commercialism in blogs or indifferent opinion and only a tenth of 
people had though advertising as a disturbing feature in blogs. Notable is the fact that there 
was one fifth of the participants had though advertising in blogs to be beneficial for them. 
Most of the audience of blogs is considering advertising in blogs as normal matter as advertis-
ing in television, printed media or radio. Fundamentally, the phenomenon can be seen as 
simple as that.  
 
The interview wanted also lightly to focus on the future of blogs and the blogosphere and the 
main characteristics of future were very clear: the popularity of video blogs will grow which 
can already be seen at the moment and commercial rules of the industry will become clearer. 
Krenn also wishes that blogosphere would mature in a such way that new bloggers would 
begin to understand that creating a blog does not automatically mean success but to run a 
genuinely good and professional blog requires hard work.  
 
8 Conclusive Discussion 
 
The blogs are here to stay and it can be said that they already are their own kind of media.  
Blogs can be seen as an important and significant part of the rupture of the media field. The 
traditional media does not regulate and monitor opinions by deciding what is allowed, what is 
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uncivilized or what is dangerous but the debate is conducted in public forums online. For ex-
ample in Finland, the media is not anymore the only source, which brings and develops new 
trends from abroad, nowadays they are born in grassroot level which enables basically anyone 
to participate. (Klaava) Blogs are even the reason for the growth in the consumption of me-
dia, though many people say that reading blogs has not affected the usage of other media but 
have become to their lives in addition to other media consumption. (Aller Media 2014) 
 
The questionnaire made for this research also indicates the foreseen transition in the media 
field. There have been signs of the decrease in the consumption of traditional medias as for 
example the printed media cannot compete and respond to the new ways of publishing infor-
mation as it is seen as a slow channel whereas online medias are vast and changing all the 
time. If not using travel blogs as a source of information in decision-making, people are turn-
ing into other online social media channels, forums and social networks as well as online pag-
es of travel agencies and companies. All of these examples, including travel blogs, are exactly 
the sources that are able to provide large amounts on information in short time and can reach 
vaster audience than the traditional media channels.  
 
Results from the questionnaire indicated that the average blog reader is a female between 
ages of 18 and 24, which was part of the targeted age group of the research. Obviously the 
results concerning age could have been different if the questionnaire would have been shared 
by an adult from example from an age group of 25-35. These results are reflecting the online 
living environment of the researcher as she herself belongs to the age group of 18-24. As the 
majority of bloggers themselves are females, it was no surprise that also the audience con-
sists of female readers. It is easier for readers to identify themselves with the same sex blog-
gers and their lives and the researcher believes that same applies for male readers as well. 
The blogosphere, at least what comes to lifestyle blogging, seems to be ruled by females at 
the moment.  
 
One of the aims was to find out what makes travel blogs interesting and the results indicated 
that there were two equally important reasons. People are reading travel blogs for fun and to 
pass time and for finding information about destinations where they are already planning to 
go. This strengthens the fact that blogs are nowadays used as a source of information just like 
any other travel agency or official destination websites. Results from the online questionnaire 
also indicated that people are finding travel blogs useful regarding their own travel planning 
and majority answered that they do indeed find travel blogs useful regarding their own travel 
planning. Blogs are also seen as an essential part of free-time activities. 
 
The results also demonstrated the facts making travel blogs interesting and reliable. The in-
teresting fact within these two question where the fact that even though interaction with the 
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blogger was not seen as a factor that makes a travel blog interesting, it was however seen as 
an important part of the reliability of a certain blog. In both questions, interesting and cur-
rent contents were seen as the most important reason to make a blog interesting or reliable. 
As the travel blogging world is also seen as an highly visual world as indicated in the theory 
part, the participants of the questionnaire thought photos were also important reason making 
a blog interesting. Majority of the participants also answered that they have a positive point 
of view what comes to reliability of travel blogs as a source of information. Writer’s personal-
ity is also seen as an important factor of blogs; Krenn also addressed that it was the main fac-
tor behind a success of a blog.  
 
Blogging under blog portal and sponsors and commercialism in blogosphere in general were 
also one of the investigated topics. Krenn indicated that commercialism is here to stay and a 
natural part of blogs and it can be seen as a positive phenomenon as long as the rules are 
clear and observed. However the participants of the questionnaire did not for example value 
the famous sponsors or partners of blogs and blogging under blog portal that much since they 
were the least answered questions in the section that wanted to find out the reliability issues 
of blogs. Sponsored blog posts were also evaluated more as a negative or neutral phenomenon 
than positive one. From the researcher’s point of view, authenticity and down-to-earth atti-
tude are keys to success, which can be guessed from the previous questionnaire answers as 
well. 
 
The real amount of readers of a certain blog cannot probably ever be fully measured, as the 
spreading of messages and information around the Internet is vast and sometimes unex-
pected. Thousand of people read blogs but never comment or leave any traces that they have 
gotten the messages. It is also impossible to measure the impact of blogs regarding made pur-
chases. There can be questionnaires asking what whether people have bought something 
based on a recommendation in a blog within a certain period of time but the true amount of 
the purchased made by a blog recommendation cannot be known at least for now.  New 
online marketing tactics, such as inbound marketing are the way blogs work as marketing 
tools and as the researcher point of view it is highly beneficial for the customers as the in-
formation can be found whenever needed. As the time this thesis was conducted, the re-
searcher was having travel plans regarding her summer holiday and all the decision were 
made based on recommendations in social media channels, such as blogs and Tripadvisor, 
which shows that the e-word-of-mouth is important nowadays. It is fairly easier to believe a 
blogger that has been to a certain destination than to a marketer who polishes the pictures to 
be a certain way in order to gain economical benefit.  
 
To answer the research question of the thesis, it could be said that blogs have an active role 
as a source of information in decision-making and in some cases they have even displaced the 
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former information sources. It could be said that blogs mean different matters to different 
people. As the blogosphere keeps growing, it is also important matter to keep an eye on the 
ethical issues concerning the cooperation of companies and blogger and the advertising issues 
as the rules are still being made and modified. However, as it has been addressed earlier on 
the research, the cooperation can also be beneficial to every side taking parting, including 
the readers, so the commercialism of blogosphere should not be seen only as a negative phe-
nomenon.  
 
 
9 Reflection 
 
The research was born due to researcher’s enthusiasm and pure interest towards blogs and 
the world of blogging and media communication studies conducted before her current studies 
within tourism field. The topic and research field was also seen as a current and sensible top-
ic to investigate as blogs are still fairly new and highly interesting phenomenon. The topic has 
also great possibilities for further investigation, which is seen as a positive matter by the re-
searcher. There had been previous studies on the topic as well, but none of them was not ex-
actly similar to the idea that the researcher had in mind.  
 
The beginning of the thesis process was somewhat slow and challenging as the right topic was 
hard to come up with but once it was invented, it felt like the right and sensible topic for the 
researcher. Once the topic was figured out, quantitative method and especially making a 
questionnaire that would be shared online, was the obvious method to use. 
 
The questionnaire was put online on Facebook on the 16th of February and it was there for 
two weeks, closing on the 27th of February. The desired amount of the answers for the ques-
tionnaire was reaching the whopping amount of 130, ending up with 112 answers. Even 
though the targeted amount of answer was not fulfilled the researcher was still amazed by 
the amount of the answers and how easily it was spread to other countries as well. The re-
searcher was also delighted to see the effort made by friends and family to spread the ques-
tionnaire all around Facebook and she feels extremely grateful about it.  
 
The idea about semi-structured interview was born at a later stage of the research process 
and lead to a solution that the interview would be done via email. The editor in chief of 
Rantapallo, Riikka Krenn was kind enough to help the researcher with her thesis and answer 
to few questions concerning the studied topic. It was extremely interesting to have a view to 
the topic from a person who is working with travel blogs daily and her impression about the 
future of the blogosphere as well.  
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Once the answers and the data in forms of electronic and academic sources were collected, 
combining the theoretical and the empirical part felt quite easy for the researcher as she 
likes expressing herself in a form of text.  The whole process has been very educational and 
interesting and it has truly lit a spark for the researcher to continue her studies within com-
munication studies and think of career possibilities that would combine tourism and media 
fields. Also her hobby concerning blogs and blogging has got a new perspective and it is cer-
tain that the blogs will be read from a different point of view from now on.  
 
If the researcher were to continue researching the topic, she would prepare questionnaire 
with more depth. It would also be an interesting matter to concentrate only on the advertis-
ing and ethics in blogs and to observe and examine the blogosphere for example a longer pe-
riod of time. This research focused only on travel blogs as the researcher is studying within 
tourism field, but similar questionnaire could be adapted when implementing research about 
different type of blogs than lifestyle blogs as well. For further research, it is recommended to 
immerse in the commercialism of the blogosphere and the ethical issues regarding the phe-
nomenon. 
 
If the researcher were to do the whole process again from the beginning she would take more 
time for the whole process in general. The researcher had a full-time job by the time this 
thesis was conducted. The semi-structured interview would also be conducted face-to-face in 
hopes of getting deeper interview.  
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Appedix 2: Semi-structured Interview  
 
 Anyone can have a blog in Rantapallo.fi. Does Rantapallo supervise the contents in 
the blogs? Could there be any harmful information to Rantapallo in the blogs? 
 What makes a travel blog reliable? 
 What makes a travel blog popular? 
 Is it possible to measure the impact of travel blogs to consumer behavior? 
 How does Rantapallo benefit from the bloggers? How do the bloggers benefit from 
Rantapallo? What are the benefits of cooperation of bloggers and companies to blog 
readers? 
 Do you see the growth of commercialism in blogs more positive or negative matter? 
 There has been growth in media consumption because of blogs but how are the blogs 
and the blogosphere itself going to change during the next couple of years? 
 
 
 
